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THE EFFECT  BRAND IMAGE, PRODUCT QUALITY, AND 
ADVERTISING TO CUSTOMER PERCEIVED VALUE  





The purpose of this study is to explain the effect of: Brand image 
(BI) to customer perceived value (CPV) and purchase intention (PI), 
product quality (PQ) to customer perceived value and purchase intention, 
advertising (AD) against the customer perceived value and purchase 
intention , This study design is causal. The research variables include: 
brand image, product quality, advertisng, customer perceived value and 
purchase intention. Number of samples are 160 samples and data analysis 
techniques are structural equation models. 
The findings of this study indicate that BI positive effect on CPV, 
PQ positive effect on CPV, AD positive effect on CPV, BI positive influence 
on purchase intention, PQ positive influence on purchase intention, AD 
positive influence on purchase intention, CPV positive influence on 
purchase intention either directly or indirectly. The results showed that 7 of 
the proposed research hypothesis is proven. 
 
Keywords:  Brand Image, Product Quality, Advertising, Customer Perceived 
    Value, Purchase Intention.
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Tujuan penelitian ini adalah menjelaskan pengaruh: Brand image 
(BI) terhadap customer perceived value (CPV) dan purchase intention (PI), 
product quality (PQ) terhadap customer perceived value dan purchase 
intention, advertising (AD) terhadap customer perceived value dan 
purchase intention. Desain penelitian ini adalah  kausal. Variabel penelitian 
meliputi: brand image, product quality, advertisng, customer perceived 
value dan purchase intention. Jumlah sampel penelitian sebanyak 160 
sampel dan teknik analisis data adalah structural equation model. 
Temuan penelitian ini menunjukkan bahwa BI berpengaruh positif 
terhadap CPV, PQ berpengaruh positif terhadap CPV, AD berpengaruh 
positif terhadap CPV, BI berpengaruh positif terhadap purchase intention, 
PQ berpengaruh positif terhadap purchase intention, AD berpengaruh 
positif terhadap purchase intention, CPV berpengaruh positif terhadap 
purchase intention baik secara langsung maupun tidak langsung.  Hasil 
penelitian ini menunjukkan bahwa 7 hipotesis penelitian yang diajukan 
adalah terbukti. 
 
Kata kunci: Brand Image, Product Quality, Advertising, Customer Perceived 
    Value, Purchase Intention. 
